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OF MIDWEST END-BUYERS
WHO USE PROMO SAY IT'S
VERY IMPORTANT TO THEIR
COMPANIES" MARKETING
STRATEGY

In 2024, ASI Research
surveyed promotional

products end-buyers in four
regions throughout the United
States. Here are the key
findings for the Midwest.
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THE MOST IMPORTANT
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WHEN PURCHASING PROMO
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Midwest
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are more
likely to give
out promo
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MIDWEST END-BUYERS
PURCHASED CAPS &
HEADWEAR (55%)
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